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RALLY sought to understand 
how might we deepen our 
knowledge of what social 
sciences can teach us about 
persuasion to inform our 
work, share with clients and 
teach within our industry?  

We began with persuasion 
because it is core to all the 
work we do as an advocacy 
firm. 

WHY 
PERSUASION?

GRANTMAKERS

RESEARCHERS

PRACTITIONERS 
(ADVOCATES)

CONSULTANTS (i.e 
RALLY)

THOUGHT/FIELD 
LEADERS

PERSUASION

Presenter Notes
Presentation Notes
HM

Show examples of ways there have been successful persuasion historically 

Images of historic examples of persuasion in advocacy space 

Marriage equality
Fight for 15 
Greta 
Civil rights 
MeToo
Smoking 

Animation, 3-4 images per slide, 3-4 slides 

No copy but name movements 





CHALLENGE

4

How might we leverage what the 
social sciences understand about 
persuasion to enrich the field of 
advocacy?
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METHODOLOGY
● Partnered with Dr. Nichole 

Argo, a social psychologist who 
works at the intersection of 
science and practice

● Her work on intergroup dynamics 
has been published in leading 
journals; co-author of “The State 
of Belonging in America”

● Founder  and Co-Director of the 
Needham Resilience Network 
(NRN)
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HISTORY & 
OVERVIEW 

RATIONALITY 
& THE BRAIN

EMOTIONS 
& THE BRAIN

SOCIAL IDENTITY
& THE BRAIN

Presenter Notes
Presentation Notes
CS

We’re going to quickly touch on a history of persuasion science because it’s helpful to look back to understand how and why we’ve evolved.
The evolution in how scientists have approached individual decision-making directly impacts the work we do to persuade audiences in the advocacy space.
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RATIONALITY
& THE BRAIN

Up until mid-20th 
century, social scientists 
saw individuals as 
“rational actors”—
logical, self-interested 
and calculating
decision makers.

88

Presenter Notes
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Up until mid 20th century, people were viewed as rational actors
This idea of a rational actor was influenced by philosophers like Plato and Socrates and then broadly applied by Adam Smith  in 1776 (“rational choice theory); the research models viewed people as self-calculating and self-interested decision makers.
This meant that because people were rational, they would update their attitudes, beliefs and behaviors according to new information. 
Thinking was individuals made decisions based on cost-benefit analysis, to maximize individual benefit
Scientists also thought rational processing occurred separately from emotional processing
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EMOTIONS
& THE BRAIN

By the 21st century, 
scientists understood 
that emotionscan 
prompt and shape 
beliefsand that 
emotion informs 
rationality itself .

99

Presenter Notes
Presentation Notes
CS
Now we move to a more evolved understanding…from rational to emotional
And while many of us, understandably, wish we could live in a world of rational actors, the field of science is always evolving, forcing us to update our knowledge. 
There were studies in different fields demonstrating people were not making rational decisions;
One example was researchers starting looking at media’s impact on individuals perceptions and actions; surprised to learn that new information delivered via media (print, tv, film) did not cause new attitudes or belief changes; showed individuals preferred to stick to pre-existing mindset and beliefs instead of adopting new information;
Concurrently, the field of neuroscience emerged in the 1970s, starting to help us understand human behavior by providing insights into how the brain functions and impacts human life. 
All contributing to a shift from rational actor to an understanding of the role EMOTIONS play, how they inform not JUST how we rationalize– but how we view morality, judgements, ideology, and our world view. 
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SOCIAL 
IDENTITY
& THE BRAIN
Now, we understand 
that social context and 
social identity shapes 
decision-making. 

1010
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So what does this mean for today (and by today, I really mean the past 20 years or so)?
Social science models today have begun to recognize the role of social context in decision making and persuasion. 
This means that the field is advancing to consider things like social norms, values and identity. These are the subjects we’ll be delving into today.
So what’s the main takeaway from looking at this shift overtime? We do not live in a rational actor world, but much of the advocacy world operates as if we do.
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WHAT SOCIAL 
SCIENCE CAN 
TEACH US

Presenter Notes
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In this next section, going to cover 7 insights/learnings from field of social science.
For each learning, going to start with how we currently understand and talk about the idea (“RALLYism”) and then we’ll show the evolution/progression in thinking/understanding. 
We’ll also show examples to better illustrate each learning. Some of these examples are in the report and some are examples of RALLY’s work and some are ones we found. [We’d also love to hear some examples you’d like to share.]
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PERSUASION + ADVOCACYApplying the science of persuasion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Sacred 
values

Social 
currency

Storytelling + 
engagement

Find the right 
emotion
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Here is a preview of the key insights we’ll be exploring today.
The goal is to consider all these principles in your persuasion and advocacy campaigns.
It’s important to recognize that each campaign is different and will utilize different strategies and tactics. However, this isn’t an a la carte menu, you need to be mindful of each of these  principles
Flashing back to the montage Hillary went through at the beginning…all those campaigns contained all of these principles… application may vary campaign to campaign, but they’re present in each one 
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PERSUASION + ADVOCACYApplying the science of persuasion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Sacred 
values

Social 
currency

Storytelling + 
engagement

Find the right 
emotion

Presenter Notes
Presentation Notes
CS

So, we’re starting with our first insight: Emotions Over Facts
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RALLYISM

Facts Don’t 
Persuade

History & Overview     |     What Social Science Can Teach Us|    Implications    |     Discussion
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We start with something we all already know—facts alone are not enough to change someone’s mind. 
But did you know our brains privilege or prioritize emotions over facts?
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PRINCIPLE #1

Our Brains 
Privilege
EMOTIONS 
OVER FACTS

History & Overview     |     What Social Science Can Teach Us|     Implications    |     Discussion
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Our brains function with two 
systems.

Fast, 
instinctive, 

& emotional

Slow, deliberative 
& logical

Human judgement is dominated by 
emotional responses.

HOW OUR BRAINS PROCESS 
INFORMATION

1616

Our Brains Privilege 
Emotions Over Facts

Presenter Notes
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The best known explanation of how brains process information comes from Nobel award-winning psychologist Daniel Kah-ne-man who described our brain having two modes of operating - fast thinking or slow thinking.
For those who haven’t read the book (highly recommended), our fast thinking mode is based on emotions/bias… it’s the reaction we are taught to have if we see someone different from ourselves walking down the street towards us;
The slow thinking… that’s where use logic, fasts, data to inform our thinking; this is where we can overcome our biases and stereotypes.
It’s important to also keep mind that psychologists studying persuasion discovered that most people approach persuasion situations with their “slow thinking” defense up, people instinctively protect themselves against persuasion efforts.
Bigger picture- much of human judgment is occurring at an emotional level and there’s plenty of evidence and examples demonstrating emotions cloud/hinder our decision making. 
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The only way to change someone’s mind is 
by making them change their own mind. 

They must analyze relevant experiences 
from their own lives that they have never 
considered before…”

1717

HOW MINDS CHANGE

Our Brains Privilege 
Emotions Over Facts

Presenter Notes
Presentation Notes
CS

So we now understand how our brains process new information, and the significant role emotions play in judgment and decision making; how does that impact how to persuade or change someone’ mind?
What we find is that persuasion is really an act of leading people to change their own minds.
David McRaney - has a book and a podcast called “You are not so Smart”. He’s also the author of “How Minds Change”. His work discusses how every decision we make, every thought we contemplate, and every emotion we feel comes with a story we tell ourselves to explain them. But often these stories aren’t true. 
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Framing Effect Theory is a cognitive bias, 
introduced by  psychologists Daniel 
Kahneman and Amos Tversky  

The Framing Effect Theory posits that it’s 
not what you say, but how you say itthat 
matters.

A common shortcut: favoring something 
framed as positive, versus negative. We are 
more concerned about avoiding loss than an 
equivalent gain.

1818

HOW BRAINS USE SHORTCUTS

Our Brains Privilege 
Emotions Over Facts

Presenter Notes
Presentation Notes
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The last piece on the topic of how our brains process information that I’ll share, is how our brains use shortcuts to be more efficient.
However, this doesn’t always lead to better decisions.
The Framing effect describes how our decisions are influenced by focusing on the way the information is presented instead of the information itself. 
The foundational work of psychologists Daniel Kahneman and Amos Ver-ski explains framing - basically, we favor framing something as positive instead negative because a loss is perceived as more significant, and therefore more worthy of avoiding.
And framing is part of our messaging work… something we already use, but now you have a better understanding of why framing is impactful.
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PERSUASION + ADVOCACYApplying the science of persuasion

Audience 
identity

Norm 
pressure

Sacred 
values

Social 
currency

Storytelling + 
engagement

Find the right 
emotion

Emotions > 
facts
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And now we’re on to our next principle… Hillary?
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History & Overview     |     What Social Science Can Teach Us|     Implications  |   Discussion

RALLYISM

Meet Our 
Audience Where 
They Are
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PRINCIPLE #2

SPEAK TO 
OUR 
AUDIENCE’S
IDENTITY

History & Overview     |     What Social Science Can Teach Us|     Implications   |    Discussion
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When our sense of social identity is active, our 
individual perceptions, emotions and 
behaviors change. 

We tend to: 
● Favor our own group members over 

others; 

● See our own group members as more 
human;

● Perceive events and groups around us 
through our social identity;

● Follow the norms of our social group 
more than our own individual beliefs.

EXPLAINED

2222

Speak To Our 
Audience’s Identity

Presenter Notes
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PERSUASION + ADVOCACYApplying the science of persuasion

Norm 
pressure

Sacred 
values

Social 
currency

Storytelling + 
engagement

Find the right 
emotion

Emotions > 
facts

Audience 
identity
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RALLYISM

PeerPressure 
Works

History & Overview     |     What Social Science Can Teach Us|     Implications   |    Discussion
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PRINCIPLE #3

AND SO 
DOES NORM
PRESSURE 

History & Overview     |     What Social Science Can Teach Us|     Implications   |    Discussion

Presenter Notes
Presentation Notes
CS

Let's start with defining norms, “Social norms are shared understanding of the way people do behave or should behave.”



Humans follow the norms of our social 
group more than their own individual 
beliefs or attitudes.

Norms are ways for us to connect with our 
social group, to feel that we belong. 

But telling people not to engage in a 
negative action can promote that negative 
action.

HANDS
262626

WAYS TO REINFORCE, SHIFT 
OR CREATE NORMS

Don’t Forget Norm 
Pressure

Presenter Notes
Presentation Notes
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It’s important to remember, social norms are dynamic and malleable, people are constantly seeking feedback from their social groups to help determine how to think, feel and behave.
So why are norms so powerful… because we are social animals and we want to belong to our community/social group, we want to avoid rejection from the social group(s) we closely identify with.
Also interesting to note, norms are especially important during times of uncertainty or social tension.
Lastly, a “watch out”: telling people not to engage in a negative action can in fact promote that action, e.g. research study showed making people aware of the prevalence of prejudice created a norm of prejudice.
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Leveraging an influential individual to 
shape perceptions of norms.

Shifting norms through credible 
sources and institutions.

Sharing information about the
group’sopinions and behavior.

2727

NFL STAR PROMOTES COVID-19 VACCINE SCOTUS DECISION ON MARRIAGE EQUALITY
CALIFORNIA NEIGHBORHOOD WATER 
DATA CAMPAIGN

EXAMPLESDon’t Forget Norm 
Pressure

Presenter Notes
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So…now that we understand how powerful norms are, how to reinforce or shift norms? We know three specific and overlapping ways:
Group information - use comparison within an identified social group to make group’s norms salient and visible; This water bill is persuasion tool. You see that you exceed the city average and your efficient neighbors, so you want to change. 
Then we have an individual’s views - we’ll touch on this idea in more detail, but having someone respected by the social group (ingroup) model the behavior can both reinforce or change a norm. So in this case, Travis Kelce participating in vaccine efforts. 
Then we have institutions - when the institution is credible to the ingroup and establishes a norm, others may follow. So examples could be legal institutions (SCOTUS ruling on marriage equality and employment discrimination protections for LGBTQ+ folks) or media as a reflection of public views.
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PERSUASION + ADVOCACYApplying the science of persuasion

Sacred 
values

Social 
currency

Storytelling + 
engagement

Find the right 
emotion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Presenter Notes
Presentation Notes
CS

Now we shift to our 4th principle, values. Hillary…
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RALLYISM

Speak to 
Existing Values

History & Overview     |     What Social Science Can Teach Us|     Implications   |     Discussion
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PRINCIPLE #4

CONNECT 
TO SHARED 
VALUES 

History & Overview     |     What Social Science Can Teach Us|     Impact on Our Work     |     Discussion
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Sacred values are “moral rules” that our 
brains process as obligations, rather than 
choices.

You can’t challenge the sacred value. You 
can:

● Show the sacred value has shifted 
within the social group;

● Shift priority from one sacred value to 
another.

3131

NAVIGATING SACRED VALUES

Connect to 
Shared Values
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PERSUASION + ADVOCACYApplying the science of persuasion

Social 
currency

Storytelling + 
engagement

Find the right 
emotion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Sacred 
values
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RALLYISM

The Messenger 
Matters

History & Overview     |     What Social Science Can Teach Us|     Implications   |     Discussion
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The next principal gets us into messengers. We all understand persuasion campaign need to be paying attention not just to what is messaged but also, who are the messengers
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PRINCIPLE #5

SOCIAL 
CURRENCY
MATTERS

History & Overview     |     What Social Science Can Teach Us|     Implications  |     Discussion

Presenter Notes
Presentation Notes
CS

And so we build on this to say social currency matters. 
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Individuals with disproportionate
influence within specified social 
identity group are critical in 
shaping and shifting norms.

These individuals can even be 
fictional — especially if 
prototypical of that group.

EXPLAINED

35

Social Currency 
Matters

Presenter Notes
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Known as “social referents”, for people with social currency, their beliefs and behaviors are more noticed than others within the same ingroup.
This translates into more influence to change or reinforce norms.
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PERSUASION + ADVOCACYApplying the science of persuasion

Storytelling + 
engagement

Find the right 
emotion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Sacred 
values

Social 
currency
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Now we’re on our 6th principle: storytelling and engagement. 
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RALLYISM

Storytelling as 
Strategy

History & Overview     |     What Social Science Can Teach Us|     Implications  |    Discussion
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PRINCIPLE #6

STORYTELLING 
NEEDS 
ENGAGEMENT

History & Overview     |     What Social Science Can Teach Us|     Implications    |     Discussion
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Storytelling can increase empathy 
and mutual understanding, set 
new norms, and provide 
motivation for change. But 
storytelling alone is insufficient .

3939

EXPLAINED

Storytelling 
Needs  
Engagement
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PERSUASION + ADVOCACYApplying the science of persuasion

Find the right 
emotion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Sacred 
values

Social 
currency

Storytelling + 
engagement
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RALLYISM

Make It 
Emotional

History & Overview     |     What Social Science Can Teach Us|     Implications   |     Discussion

Presenter Notes
Presentation Notes
CS





42

PRINCIPLE #7

FIND THE 
RIGHT 
EMOTIO
N

History & Overview     |     What Social Science Can Teach Us|     Impplications  |     Discussion
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And our last principle, is to go beyond making your persuasion purely emotional, but instead, to think about the right emotion to use depending on your goals
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Emotions can prompt and shape beliefs 
as much as they are shaped by them. 

But no one emotion works for everyone 
in every situation.  

Find the right emotion .

4343

EXPLAINED

Find the Right 
Emotion
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You remember from the very beginning of this presentation how powerful emotions are in in shaping beliefs and even how our brain prioritizes processing emotions
Knowing that, we need to think about how to best use the power of emotions to get the outcome we want from our audiences
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Empathy= 
Potential Backfire

Hate & Moral Outrage = 
Contagious 

Sadness= 
Worse Perceived 
Outcomes

Fear= 
Grabs Attention, but 
Paralyzing

Happiness= 
Better Perceived 
Outcomes

Anger = 
Mobilizing but Leads to Fatigue

Hope= 
Effective

4444

EXPLAINEDFind the Right 
Emotion

Presenter Notes
Presentation Notes
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Considerable effort has been made by researchers to study the impact of different emotions, some of the more researched emotions are listed here 
Hope - effective tool, especially when paired with a plan
Hate/outrage - contagious, but leads to desensitization, effective to build connection but not change minds
Fear - short term act quickly, but can be paralyzing (climate doomerism)
Empathy  lots of attention from changemakers, idea being if we have more empathy, more inclined to help; “empathetic distress” can lead to empathiser feeling overwhelmed or selective empathy depending on social identities… can backfire if not navigated careful; is compassion a better emotion to evoke?
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DISCUSSION
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PERSUASION + ADVOCACYApplying the science of persuasion

Emotions > 
facts

Audience 
identity

Norm 
pressure

Sacred 
values

Social 
currency

Storytelling + 
engagement

Find the right 
emotion
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Our Brains Prioritizes Emotions 
Over Facts EMOTIONS > FACTS
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https://www.google.com/url?q=https://www.americanprogress.org/article/religious-liberty-marriage-equality-harmony-not-dissension/&sa=D&source=docs&ust=1728411973073969&usg=AOvVaw2lZuKdI6O0XtRr7hJCfUty
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EMOTIONS > FACTS

“For decades, the gay rights movement 
emphasized the countless rights and 
benefits that came with marriage. But that 
legal frame, including the word ‘rights,’ 
didn’t work.
So we worked very hard to get our own 
team, our partners, the media, and 
politicians to shift to emphasizing that 
particular authentic message, the one this 
next swath of potential supporters needed 
to hear. That was the famous shift from 
benefits to love. And that shift did indeed 
build public support from about 53% in 
2010 to 63% by 2015, not because what we 
had done before didn’t work, but because it 
wasn’t what the next people needed to 
hear….” 
- Evan Wolfson, Executive Director, Freedom to 
Marry 

Our Brains Prioritizes Emotions 
Over Facts
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https://slate.com/news-and-politics/2014/04/lawyer-who-argued-for-prop-8-in-california-before-supreme-court-says-views-have-evolved.html
https://www.google.com/url?q=https://www.haasjr.org/our-work/lgbt-equality/marriage-equality-timeline&sa=D&source=docs&ust=1728411973072221&usg=AOvVaw24FxvmE3CpVVMB4baUVN7U
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AUDIENCE IDENTITYSpeak to Audience’s Identity

Parents

Presenter Notes
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http://www.freedomtomarry.org/stories/entry/new-arkansas-dads-love-conquers-all
http://www.freedomtomarry.org/stories/entry/preparing-for-our-familys-futures-in-tennessee
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AUDIENCE IDENTITYSpeak to Audience’s Identity

Veterans Faith Community
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http://www.freedomtomarry.org/stories/entry/military-couple-hopes-for-marriage-back-home1
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REINFORCING A NORM OF ACCEPTANCEDon’t Forget Norm Pressure
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ESTABLISHING A NEW NORM IN THE FAITH COMMUNITYDon’t Forget Norm Pressure
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LEADING WITH LOVEConnect to Shared Values
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https://www.google.com/url?q=https://www.abc6.com/westerly-community-holds-love-is-love-rally-after-antigay-marriage-sign-displayed-at-church/&sa=D&source=docs&ust=1728581556356649&usg=AOvVaw2khPHRhFzF2RPUUfPZsKUJ
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INFLUENTIAL INDIVIDUALSSocial Currency Matters

“My involvement in this case has generated a certain 
degree of consternation among conservatives. How 
could a politically active, lifelong Republican, a veteran 
of the Ronald Reagan and George W. Bush 
administrations, challenge the ‘traditional’ definition 
of marriage and press for an ‘activist’ interpretation of 
the Constitution to create another ‘new’ constitutional 
right?

[...]

Many of my fellow conservatives have an almost knee-
jerk hostility toward gay marriage. This does not make 
sense, because same-sex unions promote the values 
conservatives prize. Marriage is one of the basic 
building blocks of our neighborhoods and our nation.  
[...] The fact that individuals who happen to be gay 
want to share in this vital social institution is evidence 
that conservative ideals enjoy widespread acceptance. 
Conservatives should celebrate this, rather than lament 
it.”

- Theodore B. Olson
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https://www.google.com/url?q=https://charlottegeary.com/newsweek-article-the-conservative-case-for-gay-marriage/&sa=D&source=docs&ust=1728581556357954&usg=AOvVaw02VYHYaDciQbLgI9b6rHSO

https://www.newsweek.com/conservative-case-gay-marriage-70923 
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INFLUENTIAL INDIVIDUALSSocial Currency Matters
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https://thehill.com/business-a-lobbying/lobbyist-profiles/246999-a-gop-voice-for-gay-marriage/ 
https://www.washingtonpost.com/made-by-history/2022/12/09/republicans-same-sex-marriage/
https://www.nytimes.com/2013/02/26/us/politics/prominent-republicans-sign-brief-in-support-of-gay-marriage.html
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STORIES MAKE CONCEPTS TANGIBLEStorytelling Needs  Engagement
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https://www.chirpbooks.com/audiobooks/8-by-dustin-lance-black
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WHAT DO YOU SEE?Find the Right Emotion
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https://www.google.com/url?q=https://www.hrc.org/our-work/stories/the-journey-to-marriage-equality-in-the-united-states&sa=D&source=docs&ust=1728581556354769&usg=AOvVaw0Y4GoUR2IIFkClpLjbGznU
https://www.google.com/url?q=https://www.hrc.org/our-work/stories/the-journey-to-marriage-equality-in-the-united-states&sa=D&source=docs&ust=1728581556355402&usg=AOvVaw15JaNMoeYHwZfvcappdxYa
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ASK US FOR THE FULL OR CONDENSED 
REPORT!

Amy Clark 
aclark@wearerally.com

CONTACT 
INFORMATION

THANK 
YOU!
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#CRIPTHEVOTE GLAAD (Gay & Lesbian Alliance Against Defamation

EXAMPLES

MOMS DEMAND ACTION

60

Organization appeals to parental 
identity for gun safety.

Online movement that activated disabled people, 
leveraging shared identityfor political impact.

Organization focuses on LGBTQ+ identity,
harnessing advocacy power through shared 

experiences.

6060

Speak To Our 
Audience’s Identity

Presenter Notes
Presentation Notes
HM
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Community members join together for a 
shared meal to bridge social dividesand 

discuss the complex realities that shape their 
city. 

Initiative brings strangers with different 
political views together through 
conversation and connection.

EXAMPLES

6161

STORYCORPS - ONE SMALL STEPH.E. BUTT FOUNDATION - SHARED TABLES

Storytelling 
Needs  
Engagement
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BAY ON THE BRINK ANTI-TOBACCO CAMPAIGNCOVID VACCINES CAMPAIGN

62

Appeals to emotions of hopeand happiness. Advertisement uses moral outrage to 
increase mobilization.Environmental campaign leveraged fear.

6262

EXAMPLESFind the Right 
Emotion

Presenter Notes
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Students age 7-15 held a climate teach-in at 
Amazon HQ, telling the story of the 

impacts of shipping pollution.

Virtual reality experience and exhibit
invites visitors to experience Dr. Martin 

Luther King Jr's “I Have a Dream” 
speech.

EXAMPLES

6363

THE MARCH - IMMERSIVE EXPERIENCESHIP IT ZERO - AMAZON ACTIVATION

Storytelling 
Needs  
Engagement
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Presentation Notes
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BARBIE ANTI-RACISM VLOG CHINOOK JUSTICE CAMPAIGNMEN IN #METOO MOVEMENT

64

Men speaking up about sexual assault 
has outsized impact among men.

Barbie has strong social currency 
among young girls.

Campaign mobilized likely 
advocates through influencer 
popular among indigenous 

allies.

6464

EXAMPLESSocial Currency 
Matters

Presenter Notes
Presentation Notes
CS

Here we have examples, so for Men in the #MeToo movement, men speaking up about sexual assault has an outsized impact among other men. 
It’s why Barbie has such strong social currency among young girls.
Chinook justice example -  In this campaign, we show a Native ally offering support for a campaign to get federal recognition for the Chinook tribe.
One key audience to mobilize was other tribes that are already federally recognized to show strong support among the community
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Appealing to the fast, instinctive, and 
emotional part of our brains.

Changing minds by helping people unpack 
their own life experiences.

Leveraging cognitive shortcuts that favor 
things framed positively.

#METOO MOVEMENT

6565

“PRO LIFE”AIDS ADVOCACY - ACT UP    

EXAMPLESOur Brains Privilege 
Emotions Over Facts

Presenter Notes
Presentation Notes
CS

Talk through examples



66

Campaign frames book bans and 
educational gag orders as 

infringement on freedom. 
Campaign unites audiences via shared 

value of family preservation.
Messaging leaned into sacred value 

of protecting life.

COVID-19 VACCINES INDIAN CHILD WELFARE ACTWE BELIEVE

6666

EXAMPLESConnect to 
Shared Values

Presenter Notes
Presentation Notes
HM
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SAME ISSUE, DIFFERENT APPROACHES
Based on today’s learning, which ad is most effective?

A B

History & Overview     |     What Social Science Can Teach Us     |    Impact on Our Work     |     Discussion
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SAME ISSUE, DIFFERENT APPROACHES
Based on today’s learning, which ad is most effective?

A B

History & Overview     |     What Social Science Can Teach Us     |    Impact on Our Work     |     Discussion

http://www.youtube.com/watch?v=KPOdAxKmDl0
http://www.youtube.com/watch?v=zhKnW2ri33E


69

SAME ISSUE, DIFFERENT APPROACHES
Based on today’s learning, what principles are at play here?

History & Overview     |     What Social Science Can Teach Us     |    Impact on Our Work     |     Discussion

A B
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Our Brains Prioritizes Emotions 
Over Facts EXAMPLE

X González’s “We Call BS” 
emotionally moving speechafter 
the Parkland High School 
shooting mobilized alliesto take 
action on gun violence with 
March For Our Lives.

https://www.youtube.com/watch?v=ZxD3o-9H1lY
https://www.youtube.com/watch?v=SnawsPJK5e8&t=177s
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Norm Forget 
Norm Pressure EXAMPLE

Elmo’s viral tweet reinforced 
the norm of checking in with 
one another and openly 
talking about mental health.
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Don’t Forget 
Norm Pressure EXAMPLE

This public service annoucement is 
aimed at shifting norms of men to 
speak up when they hear other men 
victim blame survivors and trivialize 
sexual assault. 

https://www.youtube.com/watch?v=SnawsPJK5e8&t=177s
https://www.youtube.com/watch?v=SnawsPJK5e8&t=177s


7373

73

Don’t Forget 
Norm Pressure EXAMPLE

“…above all, driving while drunk has become 
stigmatized.

This stigma didn’t come from nowhere. Governments 
across the Western world, along with many civil society 
organizations, engaged in campaigns about the risks of 
drunk driving. And they didn’t just talk. Tens of 
thousands of people faced criminal sanctions, and many 
were even put in jail.

Two underappreciated ideas stick out from this 
experience. First, deterrence works: incentives matter to 
offenders much more than many scholars found initially 
plausible. Second, the long-run impact that successful 
criminal justice interventions have is not primarily in 
rehabilitation, incapacitation, or even deterrence, but in 
altering the social norms around acceptable behavior.

*Source: Bowman, Nick. “How the war on drunk driving was won.” Works 
in Progress. 17th May, 2024. 

Presenter Notes
Presentation Notes
https://worksinprogress.co/issue/how-the-war-on-drunk-driving-was-won/?mc_cid=8ba2a7915d&mc_eid=889a607035v


https://worksinprogress.co/issue/how-the-war-on-drunk-driving-was-won/?mc_cid=8ba2a7915d&mc_eid=889a607035
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Connect To 
Shared Values EXAMPLE

ABC
This ad for the 30x30 
conservation initiative appeals to 
Americans’ sense of shared 
ownership and pride over their 
American lands. 

Presenter Notes
Presentation Notes



https://vimeo.com/631471104
https://vimeo.com/631471104
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Social 
Currency 
Matters

EXAMPLE

@Monsieur_Steve_ was an ideal influencer for an 
education campaign targeting teachers because, as 
teacher himself providing resources to an audience of 
teachers, he has strong social currencyamong the 
campaign’s core audience.

Presenter Notes
Presentation Notes



https://www.instagram.com/p/Cx_oS4vxg1Y/?hl=en
https://www.instagram.com/p/Cx_oS4vxg1Y/?hl=en
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EXAMPLESStorytelling 
Needs  
Engagement

7676

When Fortnite hosted an 
immersive Alzheimer's simulator 
on the platform to raise 
awareness among Gen Z gamers, 
it exemplified a powerful 
engagement technique to 
accompany storytelling.
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EXAMPLESSpeak to 
Audience’s Identity

7777

Speaking to faith communities to 
connect climate action with 
religious rituals and holidays. 

S

Image credit (left to right): Dayenu, Catholic 
Climate Covenant, and Wisconsin Green Muslims

https://climateadvocacylab.us10.list-manage.com/track/click?u=9f4995522bb365f00f5d40871&id=f52db2e4c6&e=8adee535aa
https://climateadvocacylab.us10.list-manage.com/track/click?u=9f4995522bb365f00f5d40871&id=16612a6f61&e=8adee535aa
https://climateadvocacylab.us10.list-manage.com/track/click?u=9f4995522bb365f00f5d40871&id=16612a6f61&e=8adee535aa
https://climateadvocacylab.us10.list-manage.com/track/click?u=9f4995522bb365f00f5d40871&id=94bceedbea&e=8adee535aa
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EXAMPLEFind the Right 
Emotion

Video illustrates the transgender  
experience, exuding joy.  

https://vimeo.com/738001265
https://vimeo.com/738001265


#MeToo The Movement to End Apartheid

The Fight for 15 The Fight Against Big Tobacco Women’s Suffrage
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